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The purpose of this thesis is to understand fast food market in Turku, Finland and
create a business idea for a Vietnamese restaurant in Turku (restaurant X). The busi-
ness idea will be made basing on the marketing strategy analysis, market information

and research results. Those information is important to make the study valid and reli-
able.

Following the thesis’s purpose, the author will analyze the fast food market in Turku,
Finland. Along with the theoretical background including SWOT analysis brings
deeper understanding about competitors for restaurant X including strengths, weak-
nesses, opportunities and threats; marketing strategy segmentation, targeting and po-
sitioning will help the author identify potential customer and the position for the res-
taurant in the market. Marketing mix 4P’s will be keeping an eye on and applied to
make business idea for restaurant X about four elements product, price, place and

promotion.

In the empirical part, all the data will be synthesized from reliable sources and books.
The market information will be aggregated not only from the website and online arti-
cles, but also from the author’s observation. Secondly, SWOT analysis and Market-
ing Mix will then be analyzed thoroughly to identify the necessary internal and ex-
ternal elements that influence the business idea. Last but not least, the survey and the
author’s observation will be conducted to bring more accurate information to make
business idea for restaurant X. After the survey is done, the result will be collected
and analyzed to find out important and necessary information and numbers to make
business idea. Along with it the author will give some supposal problems which is

common with start-up company and solutions for them.
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1 INTRODUCTION

The author plan to open a Vietnamese style restaurant in Turku, Finland (X restau-
rant). X restaurant will sell Asian food and drink, especially serve for lunch. The
main products are Vietnamese sandwich (Banh Mi), summer rolls, and Asian drinks
(Vietnamese coffee, milk tea...). The food and drinks will be served fast and fresh
with the real Vietnamese taste. The restaurant will be located near the market square
so it is easy for customer to get and the products are easy to take away. The Viet-

namese sandwich can be considered as a fast and nutritious lunch or tasty snack.

2 OBJECTIVE AND PURPOSE OF THE THESIS

2.1 Background information and theory

For this thesis, the author need to get the knowledge of business and restaurant indus-

try.

There are three sides of business that the author should focus on: marketing, custom-
er and service design. The information of marketing will help the author to do the
market analysis to understand the existing market, customers, competition and make
a marketing plan for the author’s business. marketing is one of the most important
parts of every business. Knowing marketing well helps the author control the busi-
ness better. The knowledge of service design is a frame work helping the author to

create the business idea structurally.

When doing business of food, the author also need to know about restaurant industry.
Information of restaurant business can show the author an overview of the industry
strategy, what is the trend at the moment, what is the expectation of customers and

the licenses of health and safety that are required.



2.2 The objective and purpose of the study

The purpose of this Bachelor thesis is to understand the market and create a business
idea for the author’s business. There is a big number of entrepreneurs fail due to the
poor planning. When starting a business, there are many risks and difficulties. There-
fore, making a plan well at the beginning can help reduce the risks and develop the

business.

When the thesis is done, the author will get the answers for five main questions:

e How is the market going on?
The author will analyze the market to get general information and identify the exist-
ing competition. The competitors in the market will also be analyzed.

e Who are the target customer?
The author will divide the mass market into segments, and decide the customers to
serve form those segments.

e What are customers’ behaviors and expectation for Asian street food?
The author will understand potential customers’ behavior and consumption, the qual-
ity of the products and services that they expect, the suitable price that they are will-
ing to pay, and the ideal location for them to get fast food or lunch.

e How to approach customers?
The author will know how to access the potential customers, make them aware of the
X restaurant and the products, how to keep the customer relationship, how to contact
with them.

e What are supposal problems and solutions?
From book or other materials and observation, the author can figure out some prob-
lems that other entrepreneurs and restaurants were suffering. The author will try to

find solutions for some of the problems basing on the situation, the case.

2.3 Research Framework

In this thesis, the author will focus on six sides of the business idea: customers, mar-

ket, location, products, price and promotion.
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After analyze customers, the author can figure out who is the potential customers for
the business, how is their behavior, consumption, and what their expectation from the
restaurant. When the potential customers are classified, the author can design the
services and the products to meet their requirements and create a suitable marketing

plan to approach them.

Analyzing the market help the author understand how the market is going and the
competition in the market.

Location is one of the important factors when doing the restaurant business. The au-
thor have already chosen the location, near city center, for the beginning stage of her
restaurant. In this part, the author will list the advantages and disadvantages of the
location the author have chosen.

Depending on the author’s observation and the research result, the author will try to

make the products and services as close to the expectation of the customer as possi-
ble.

3 MARKETING STRATEGY THEORY

According to Kotler, “Market Research is most important thing in any business to

identify opportunities and threats. Market research can be defined as the systematic



collection, design, analysis and reporting of data and findings relevant to a specific

marketing situation facing the company” (Kotler 2009).

3.1 Segmentation, targeting and positioning

According to Charles D. Schewe, most marketers realize that they cannot compete
successfully in every market, therefore they divide the market as a whole into smaller
segments on the basic of some kinds of similarity among consumers, ..., and focus
on a few segments that seem more attractive than others. (Schewe 1987, 211). Then,
the marketers identify how they want the consumers perceive about their brand or
their products and take action to achieve that goal. These works are segmentation,

targeting and positioning.

3.1.1 Segmentation

In a mass market, there are many customers with many different traits, requirements,
favorites and characteristics. Marketers have to find similarity among consumers and
put them into small segments that have the same traits such as age, sex, income, pur-

chasing behavior, psychology...

There are two way to identify the similarity of consumers: basing on description and

basing on behavior.

When the marketers use the descriptive bases method, they focus on consumers’ de-
mographic variables or geographic variables. The demographic variables include
age, gender, income, occupation, education, family size, family life cycle, religion
and nationality. (Schewe 1987, 216). These demographic variables are frequently
used for market segmentation because they are easy to collect and analyze. In addi-
tion, the demographic variables demonstrate clearly the consumer’s requirements and
expectation as well as how they use the products. The geographic variables are re-
gion, density, climate and population (Schewe 1987, 216), which let the marketers

know the impact of the geographic factors on consumer’s demand.



While the descriptive bases method just can show the basic outward information, the
behavioral bases method can determine consumer’s deeper insights. Therefore, the
behavioral bases method is more useful than the descriptive bases method. The de-
scriptive base method includes user status, brand loyalty, product usage, benefit
sought, personality, life style, social class, occasion, and readiness to buy. the psy-
chologic segmentation (life style) is used quite commonly. However, the result from

it will not last for long time.

Marketer can use one method or more to segment the markets. Using only one meth-
od is easier. However, basing one variable is not as clear as using more. “More vari-
ables add more information” (Schewe 1987, 225).

The market segmentation process has four steps.

Determine market boundaries

\4

Decide which segmentation varia-

bles to use

l

Collect and analyze segmentation

data

l

Develop a profile of each segment

Figure 1: Steps in the marketing segmentation process (Charles D. Schewe, 1987)

First of all, the marketer need to determine the market boundaries, which means de-
ciding the market that they will serve. Then, they need to choose the most suitable
segmentation variables among many different variables. Choosing the right variables
plays an important role in making a successful marketing plan. After deciding the
variables to use, we can start collecting and analyzing segmentation data. The pur-

pose of collecting and analyzing segmentation data is to identify groups of people



who have the similar wants and needs. “The marketer can use a wide range of analyt-
ical techniques to determine which segments of the market have the greatest within-
segment homogeneity and between-segment heterogeneity” (Schewe 1987, 227). The
collected and analyzed data is the foundation for business plan. The last phase is to

develop a profile of each segment.

3.1.2 Targeting

After the segmenting phase, the large market is broken into small segments, we have
to estimate their profile to find out which one(s) we will serve. Most marketers
would target the most potential or profitable segment because that is the largest seg-
ment of the market, the consumers in this segment have biggest buying desire and
they look for the products that company can offer. However, sometimes, the largest
segment is not the best choice. In the largest segment, there is always heavy competi-
tion existing and consumers’ requirements are fulfilled with the product that com-

petitors have already deliver.

Charles D. Schewe said that in many cases, the best choice is a segment that has been
neglected by the competitors. Maybe the consumers in that segment are unsatisfied
with the existing products or brands, and that is the opportunity we should take.

There are three strategies to approach the target segment: concentration, differentia-

tion and atomization.

Concentration strategy means they decide to focus on and serve only one segment at
a time. By following this approaching method, the company can use all of their abili-
ties to satisfy a single target segment and they can gain a big sale volume from their
customers. This strategy also has disadvantages. When the company focus on only
one target segment for a long time, their customers will form an awareness about the
company, the brand or the products. And the company will be stuck with that brand
image, which is quite hard for them if they want to change or access more segments.
For example, Hennes & Mauritz AB (H&M), known as a fast-fashion clothing retail

company, would be difficult to succeed in upscale market. In addition, when the



company focus on one segment, they will get threat if the size of the segment de-

creases or the customers change their requirements and favorites.

When the company serves several segments at a time, they are following the differ-
entiated marketing or multi-segment strategy. It means the company provide a varie-
ty of products with different prices, promotions, functions... to many groups of con-
sumers. There are many companies in many fields following the multi-segment strat-
egy such as automobiles, technology devices, cosmetic, fashion, airplane, health
care... This will help increase the diversity of products in the market, therefore, the
consumers will have more choices for their demands. Moreover, the company also
can get profit from other segments, which makes their financing less hazardous.
However, the multi-segment strategy is costly. The company have to make different
plans for R&D, promotion, marketing, selling point, distribution channels... depend-
ing on each segment. Thus, they need substantial resources, especially human re-

sources and financial background.

Market atomization strategy means the company will adjust their products to meet
the requirements of every individual customer. We can recognize it as offering cus-

tomized products.

To choose the suitable strategy to follow, the company need to consider their

strengths, weaknesses and the competitors’ strategies.

3.1.3 Positioning

Positioning is to a build perceptions about the products or brand in the mind of the
consumers, which is relating to competitors. Establishing a solid position in the mind
of consumers is really important. To create suitable positioning strategy, we can
choose one or more characteristics of the products or brand to make them outstand-
ing from competitors in the market. There are 5 common alternatives that are usually

considered on deciding positioning strategy:



Product attributes: most of marketers use a specific feature or characteristic of
the product to build positioning for it. This is one of method regularly used.
“A new product can be positioned on the basis of a feature that has been ig-
nored by competitors” (Schewe 1987,232). However, if so many characteris-
tics are used for positioning, the consumers will be confused about the prod-
ucts or the brand.

Benefits, problem solutions, and basic needs: we can base on the consumers’
reasons for buying the products to create positioning strategy for it. Such as
what consumer will get from the products or services, how the products help
to solve consumers’ problems, what will meet consumers’ needs.

Specific use: a special use of the product can be used for positioning. Such as
Alienware laptop is positioned as a computer being designed for gaming,
Paula’s Choice cosmetic is positioned as a brand offering skincare products
for people who have really sensitive skin.

Product user: many companies try to associate their brands or products with
well-known people. Therefore, it is positioned as a product using by popular
people. For example, Adidas has been collaborating with many famous ath-
letes, rappers, or influencers to design or promote their shoes, which help in-
crease sale volume a lot.

When we develop a positioning strategy, we should depend a lot on the mar-

keting research data. There are 7 steps to develop a positioning strategy

Determine the rell » Determine how consumers Learn how competitors

product/ market evaluate options are perceived

A

Identify the competitors

A 4

Monitor the position < + Planand carry out the < Identify gaps in positions
positioning strategy Tkl

Figure 2: Steps in developing positioning strategy process (Charles D. Schewe, 1987)

3.2 Marketing mix strategy: 4Ps



“Marketing mix is the term used to describe the combination of the four inputs which
constitute the core of a company's marketing system-the product, the price structure,
the promotional activities and the distribution system” (Ramachandra, Chan-

drashekara & Shivakumar 2010, 59)

3.2.1 Product

Product is what consumer buy from seller, or what we receive from others in any ex-
change. For example, we give the seller money then they give us what we need such
as a cup of coffee, a car, or a haircut... Product is not only the tangible goods but al-
so intangible action such as service, education or information... A product can also
be known as a set of satisfaction that consumer is looking for. For a product to sur-

vive in the market, it must have the function that fulfill consumer’s requirements.

There are three components of a product: core need, facilitating supplementary and
enhancing supplementary. Facilitating supplementary and enhancing supplementary
are optional. However, the core need is the primary criteria, which is important for
consumer to make purchasing decision. The core need is the main function of the
product that consumer is seeking to solve their problem. The facilitating supplemen-
tary is the additional values of the products. It means besides the product’s basic
function; the producer adds more benefits or supports which consumers may wish
for, to increase the product’s value and the satisfaction of customer. The enhancing
supplementary is the element to make the product outstanding from other competi-

tors.

There is a variety of way to distribute products, but the most common way is to clas-
sify the product into 2 types: consumer product and industrial product. Consumer
product is the product being purchased by the end user. Consumer products including
convenience products, shopping products, specialty products and unsought products

(Schewe 1987, 273).



3.2.2 Price

Price is one of the most important element which affect the consumer’s purchasing.
“Price is the value that consumers place on a product” (Schewe 1987, 316). That val-
ue is the consumer’s perception of the satisfaction or benefits that they get from the
product. The key for a successful marketing plan is to set good price. If the price is
set higher than its value, there is no purchasing. Therefore, the price of the product
should be set equal or lower than the value that consumer perceives of. However,
there is a segment who would like to buy products with high price. They think that
the price is the reflection of the product’s quality. The higher the price is, the better
the product’s quality is.

Besides the value of the product, the price is also set basing on the demands of con-
sumer and the existing supply in the market. If the demand decreases and the amount
of supply is big, the price will decline. If the demand increases and there are not

many supplies existing, the price will rise. (Blythe 2012, 154-157).

Setting price is a difficult mission for marketer. Because the price should be enough
to cover the cost of the product and bring profits for the company. In addition, the
price of a products should not be higher than the value that consumers perceive it to
be. Last but not least, the price of a product should not have to many differences

from the other competitors.

For creating effective pricing strategy, we need to consider these three pricing meth-
ods: cost-based pricing, value-based pricing and competition-based pricing (Wirtz &
Lovelock 2018, 156). Cost-based pricing founds on the operating costs and manufac-
turing costs of a product or service. Value-based pricing bases on how consumers
perceive product’s or service’s value. Competition-based pricing means the company

also need to observe the way how their competitor price their product and service.



PRICING STRATEGY

COMPETITION
COSTS VALUETO CUSTOMER

Figure 3: The pricing tripod (Wirtz & Lovelock, 2018)

3.2.3 Place

According to Blythe, place is the area where the products and services are distributed
and purchased. There are many types of distribution channel such as agent, whole-
saler, retailer and industrial distributor. For different types of products (consumer
product and industrial product) there are different distribution routes or networks.

To distribute industrial products, the most regularly used method is to dispense di-
rectly from the manufacturers to the users. In the other hand, manufacturer may sell
products via an industrial distributor which play as the same role as a wholesaler.
This method is more suitable for small manufacturers than for big manufacturer.
Sometime, producer need to store their products at storage facilities provided by dis-
tributor, they work via an agent. The agent is in charge of selling products while dis-
tributor stores them until the user buy them. By using this method, they can save the
time of transportation. If the manufacturer does not need the service of distributor,

they can distribute their products to user via only agents.

The distribution route for the consumer products is a bit different from the route of
the industrial products because there are some other channels. The first method is
direct distribution. Producer do not employ any intermediaries to sell their products.
This is the shortest, simplest and quickest channel to distribute products from manu-

facturer to consumers. The second method is to sell products via retailers. The manu-



facturer may choose some outlet stores to sell their products or build their own retail
stores. Most of small manufacturers, who do not have enough sales force to reach the
mass market effectively, sell their products via wholesaler. (Schewe 1987, 395).
There are some companies do not need the wholesalers to distribute their products.

They employ agents to sell their products to retailers.

Manufacturers can also use one or more distribution channel, which is called dual

distribution.
| Manufacturers/Producers | [ Manufacturer
- v v
Agents Agents
| v v

Merchant Merchant
wholesaler wholesaler

v v v v

retailers Retailers retailers Retailers ]

A4 ¢ ¢ ¢ ¢

End user

pasn JSOJN

I Industrial Users | [

Figure 4: Typical distribution channels for industrial products (Website of Slide
Player, 2018)

Figure 5: Typical distribution channels for consumer products (Website of Market-

ing91, 2018)

3.2.4 Promotion

According to Pride, Hughes and Kapoor, promotion play a role as a bridge between
the business and the customer to connect and unite the effectiveness of each element
in the marketing mix. (Pride, Hughes & Kapoor 2013, 424 — 425). Communication is
a process of transferring info between customer and marketer. It includes of seven

key factors: source, receiver, message, massage channel, encoding, decoding and

feedback.
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Figure 6: Communication process (Charles D. Schewe, 1987)

Promotion has three main purposes: informing, persuading and reminding. “Promo-
tion means activities that communicate the merits of the product and persuade target
customers to buy it” (Kotler and Amstrong 2012, 52). Firstly, the promotion will in-
form potential consumer about the products’ information such as the existence and
nature. If the product is new, this information is highly need to be transferred to con-

sSumer.

However, sometimes, products have been selling in the market for a long but con-
sumer does not notice it. Therefore, promotion is necessary for informing consumer
about product. After being informed, consumers need to be persuaded that the prod-
uct will bring benefits or satisfaction to them. At this phase, the massage that compa-
ny want to send to buyer and the message channel they choose are important. It is the
major force for consumers to make purchasing decision. After all, consumers need to

be remind about the products to make the promotion strategy more effective.

There are some promotion techniques which are regularly used such as: advertising,
personal selling, sales promotion and public relations. The budget of promotion strat-
egy is identified basing on percentage of sales, competitive parity, market share ap-

proach, available funds, and objectives approach.

3.3 SWOT ANALYSIS

SWOT analysis is a common analysis tool to determine the company’s market posi-

tion, “it involves monitoring the external and internal marketing environment” (Ko-



tler & Keller 2006, 52). SWOT analysis helps marketer identify company’s
strengths, weaknesses (internal factors) and opportunities, threats of market (external

factors).

Strengths are competitive advantages of company which increase the value of com-
pany to consumers and make the company outstanding over other competitors in the
market. Weaknesses are the areas that the company is not good at or do not have
enough capacities to do such as marketing budget, human resources or unproductive
factory... Opportunities are the chance for company to develop when there are
changes in the market, for example increasing of consumers’ demand or competitor
becomes weak. Threats are the difficulties from the market for the company. They
can be existing competitors, new competitors starting doing business in the market or

consumers change their requirements of the products.

After doing each part of SWOT, the marketer will receive some overview key indica-

tors, which is very important when they make marketing plan.

4 FAST FOOD RESTAURANT BUSINESS IN TURKU

4.1 General information

According to Johanna Varjonen’s article “Sy0misen ajat ja paikat”, published in
Hyvinvointikatsaus 3/2012, due to busy life, eating habit of Finnish people has
changed from inconvenient and time consuming cooking to eating out to save time of
planning meal and buying ingredients. In the author’s survey, the results also show
that 45.8% of respondents think eating out is convenient and time saving. 72% of
respondents go out to eat due to socially benefit such as hanging out with friends. In
addition, Statistics of Finland writes according to Johanna Varjonen (2012), although
income level plays an important role in choosing restaurant, ethnic and other fast

food restaurant is never affected by the income level of people in Finland. Therefore,



as long as the quality is maintained with good service and products, consumer will

continue visit the restaurant.

According to Visithelsinki, due to the long working day, people avoid going home
for lunch and select restaurant near their working place to have lunch or pick up
food. Honestly, the decrease of leisure time and expansion of convenient food
changes consumers’ eating habit. However, people prefer healthy and nutritious
food. This case is a big chance for restaurants, which is offering healthy and fast

meal.

In Turku, there are several restaurants offering fast food such as Burger King,
McDonald’s and Hesburger, Subway. Besides, there are some local restaurants offer-

ing healthy and fresh food with fast service, which are good options for consumers.

4.2 Apply SWOT analysis for the market

At the moment, in Turku market, the X restaurant has 6 main competitors. They are
divided into 4 groups:

The restaurants in the first group (Burger King, McDonald’s and Hesburger) are
mostly providing burger, which is not the same or similar to the X restaurant’s prod-
ucts. However, they are doing the same business concept with the X restaurant.
Burger King, McDonald’s and Hesburger have many strengths because they are the
three biggest players in Turku fast food market at this moment. Their first strength is
their popularity and the strong brand image. They are well-known chains of restau-
rants by most of consumer. In addition, they have done business in the market for a
while, therefore, they understand customers really well and have many experiences
in the market. They have standard operation system and serve high quality products
and services. They have several stores in town and at good locations, which is one of
their major competitive advantages. Moreover, Burger King, McDonald’s and Hes-

burger are big companies so they have many budgets for marketing and promotion.

The main weakness of those companies is the large number of franchised stores,

which leads to the difficulties in controlling the quality and handling the operation.



One of the opportunities for them is to diversify their products to approach more
segmentations. The major threat from the market they are suffering is the changing
of customers’ eating habits. In these recent years, healthy life styles or clean eating
styles are becoming trendy and affect customers eating behavior a lot. According to a
large number of customers’ opinions, fast food and drink that Burger King, McDon-
ald’s and Hesburger are providing is consider as unhealthy products. Furthermore,
the threat also comes from local competitors, which are new in the market. However,
they catch the trend and provide healthy, vegan and organic products. These issues
reduce the consumption of mature segment since 2014 (2018, Website of Market-

ing91).

The second group of competitors for X restaurant is fast food kiosk such as Grilli ki-
oski. This group has several similarities with the first group of competitors. The first
similarity is products they are providing, which is burger, hotdog, French fries, sau-
sage and soft drink. Their prices are reasonable and food is making fast. They also
have several stores in the whole town, so it’s easy to approach consumers. However,
most of ingredients they are using is frozen or processed food. Therefore, their food
is no longer fresh and healthy. In addition, they are using grilling or deep frying
cooking method, so their food is quite greasy. This is a major threat for them nowa-
days because people are preferring healthy and clean food as a result of the trend of
clean eating and healthy life style. One of the opportunities for them is the diversify
of consumers. There are several of consumer segments so there are still rooms for
them. In addition, the busy life is also another opportunity. Sometimes people are too
busy to look for or go to a healthy restaurant so they just drop by a fast food kiosk on

the way home and pick up their dinner.

The third competitor is Subway. Basically, the strengths and weaknesses of the res-
taurants in the first group and Subway are similar but their opportunities and threats
are different. While burger fast food restaurants are affected by healthy lifestyles
trend, Subway is still in safe situation. Since the beginning, Subway decided their
position is heathy sandwiches with lots of vegetables inside and fresh fillings. Their
slogan is “Eat fresh” and they often carry out campaigns to enhance the image of a
restaurant offering fresh and clean products such as changing their logo, "fresh local-

ly grown produce", and "free of artificial preservatives." (2018, Website of AdAge).



Therefore, clean eating style trend is a threat for other fast food restaurants but it is

an opportunity for Subway to win more customers.

Saigon Sandwich Bakery is the last competitors. Saigon Sandwich Bakery is the res-
taurant offering the same product with the X restaurant. Their main products are Vi-
etnamese sandwich and Vietnamese coffee. They have been doing business for about
1 year. Their strength is the quality and taste of the food, which is quite close to the
authentic taste. That is a good point to approach customers who are interested in
Asian food or who want to try something new. Their sandwiches also use fresh vege-
tables and fillings so they can also attract customers having healthy lifestyles. How-
ever, they have some weaknesses such as non-various menu, their location is far
from city center and they are doing marketing, research and development not produc-
tively. Moreover, the threats from other local restaurants or Subway are big difficulty
for them. Their opportunity is same as Subway’s, changing of customers’ eating hab-
its. If they can catch the trend and improve their products, that is a chance for them to

approach more consumers.

5 METHODOLOGY

There are two types of the research methods being used: qualitative method and

quantitative method.

5.1 Qualitative research method

Qualitative research method is a scientific method collecting non-numerous data to

research and analysis the market.

In other words, qualitative research is an exploratory, descriptive and explanatory
approach based on means of exploring experience, perception, motivation, intent,
behavior, attitudes. Qualitative data answers questions: what, what, and why? In ad-

dition, qualitative research still uses digital data but not for modeling but to support



analysis and reasoning. Qualitative research help marketer to have a better under-
standing of opinions, motivations and primary reasons. By using qualitative method,
in-depth understanding of an existing problem will be collected. Qualitative data can
be collected through interviews, group discussions with focus groups and observa-
tions. Conducting interviews to collect in-depth information is a versatile qualitative
research method. During interviews, it is possible to ask cross-questions and do some
observation of the interviewee as well. Interviews can be done in two ways, arranged

interviews and intercept interviews.

For the qualitative method, the research will be done among a small number of re-
spondents (about 50-75 people). The author will do individual interview, group dis-

cussion and observation to get the research results.

5.2 Quantitative research method

Quantitative research method mainly use statistical method to quantify, measure, re-
flect and interpretation of the relationship between variables together. The purpose of
quantitative research is to measure the variables according to the objectives and con-
sider the relationship between them by measurements and statistics. Quantitative data
can be collected through measuring, structured questions by completing survey. The

collected data usually expressed in numerical form.

The quantitative method will be done among a large number of respondent (about
200 people) by online or paper survey and random interview. The results will be col-

lected and analyzed by research tools to quantify the opinion, behavior, attitude...

5.3 Data collection and analysis

Observation is a useful qualitative research method as it helps to collect data about
the tar-get customers buying behavior and cultures affecting their buying process.

Observational research provides researchers an opportunity to observe the target cus-



tomer’s feelings while going through the buying process and see how they communi-
cate. Observational research further helps to check the conditions described in inter-
views. Kotler said that it helps to unlock the information that they were unwilling to

provide thinking that it would be impolite.

In this thesis, the author use the quantitative research method to collect the data. The

research will be done by online survey and author’s observation.

Questionnaire on the research topic with multiple-choice was designed to get diverse
information (Appendix 1). The entire questions were designed in English and con-
ducted through electronic source such as Facebook and Email. A link of Google
forms was send to certain people in Turku and neighborhood such as Raisio, Naanta-
li, Uusikaupunki, Rauma, Pori... to complete. The concept of that survey was to col-
lect general responses from both Finnish and the other foreigners currently living in
the targeted location. The survey will be done and analyzed via Google Form, a pro-

gram for creating survey form and analyzing survey results.

5.4 Validity and Reliability

After doing market research, the research result and data will be used to make busi-
ness idea and strategy. Therefore, the validity and reliability of research results is
important. For this study, the survey should be done by at least 100 people for a va-
lidity and reliable result. The survey questions will be checked and approved by the
author’ supervisor and before being sent, they will be tested with at least 5 students

(22 to 25-yearold) to ensure that they are applicable and understandable.

6 RESULTS OF THE SURVEY

Through the survey conducted on Facebook and Email, the author received 107 re-
sponses as expected. In general, 57% of respondents are in the group age under 25,

27.1% are in the group age 26-35, 10.3% are in the group age 35-45, and 5.6% are in



the group age older than 46. Among 59.8% of female and 40.2% of male respond-
ents, they are mostly students (80.4%%) and employees (17.8%). The survey result
clearly shows that Turku has a diverse customer base especially among the younger

age group.

Figure 7 below shows the number of respondents who are either Finnish citizens or
other nationalities. According to the survey data, the majority of respondents are
Finnish (76%). The rest are foreigners (24%) living in Turku and neighborhood such
as Russian, Nigerian, Nepalese, Austrian, British, Dutch, French... This result

demonstrates that there are a big number of Finnish people being interested in Asian
food.

RESPONDENTS' NATIONALITIES

M Finnish Foreigner

Figure 7. Respondents’ nationalities

In the survey, respondents were asked how often they eat out for lunch and figure 8
below shows how frequently the people in Turku and neighborhood area go out for a
meal in a restaurant. Among four different options, one to three days per week is
highest with 72%. The percentages of the respondents who go out four to five days in
a week is 11.2 %, the percentage of respondents who never visit restaurant for lunch

is 15.9% and there is 0.9% of respondents go out every day for lunch.



How often do you go out for lunch?

NEVER

1-3 DAYS/ WEEK

4-5 DAYS/ WEEK

EVERY DAY 0,9%

Figure 8. How often do you go out for lunch?
Respondents were also asked what kind of food they usually have for lunch. Most of
respondents choose salad (55.1%), the second rank is sandwiches or burger with

41.1%. 31.8% of respondents choose rice and 21.5 % of respondents have noodles

for lunch. (Figure 9)

What food do you usually have for lunch?
RICE
NOODLES
SALAD

SANDWICH/BURGER

Figure 9. What food do you usually have for lunch?



A question was posed in a survey to the respondents about how much they spend on
lunch on average. Among four different options, the percentage of respondents who
spent 10 euro or less is the highest with 64.8%. Similarly, the respondents who spent
11 euro to 15 euro is 28.8% and the percentage of respondents who spend more than
20 euro is 4.7%. In comparison to the entire respondents the figure 10 shows the per-
centage of respondents who spend 16 euro to 20 euro is 1.7 %, which is little bit low-

Cr.

How much do you usually spend on lunch?
MORE THAN 20 EURO
16-20 EURO
11-15EURO

0-10 EURO

Figure 10. How much do you usually spend on lunch?

One of the most important question for making business idea is what the most signif-
icant factors are when respondents choose a restaurant. The results of this question
can help the author to choose the most important factors to focus on and improve. In
figure 11 below, there are nine categories for people to evaluate the importance
(scales from 1: not important to 5: very important): quality of food and drinks, price,
promotion, location, service, authentic, parking, interior design or atmosphere and
extra entertainment. There are three categories that are evaluated “extremely im-
portant” and “important” by most respondents: quality of food and drinks (100 re-
spondents), price (81 respondents) and service (81 respondents). In addition, location

is also considered as “extremely important” and “important” by many respondents



(66 respondents). 43 respondents think that parking place is “important” and “ex-
tremely important”. Promotion, authentic, and interior design are evaluated “neutral”
by many respondents with the number of respondents are 50, 42 and 27, respectively.

50 respondents think that extra entertainment is not important.

What are the most significant factors when you choose a

restaurant?
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Figure 11. What are the most significant factors when you choose a restaurant?

Figure 12 show the percentage of the way respondents get information about the res-
taurant. “Recommendation from friends” and “Internet” are the option chosen by
most of respondents with the number 79.4% and 74.8%, respectively. There is 7.5%
of respondents know a restaurant via leaflet and 24.3% of respondent know it ran-

domly or by other ways.



How do you know about a restaurant?

RANDOM
INTERNET
RECOMMENDATION FROM FRIENDS

LEAFLET

Figure 12. How do you know about a restaurant?

In figure 13, 89.7 % of respondents have tried Asian cuisine. 9.3% of respondents
said that they have not tried Asian food and 1% of respondents is not sure if they
have tried or have not tried. Among 96 respondents have tried Asian cuisine, 53% of

them have tried Vietnamese cuisine.

@® Yes

® No
@ Maybe

Figure 13. Have you ever tried Asian cuisine?



Among the respondents who have tried Vietnamese food, they were asked which
food they haved tried. According to results showing in figure 14, spring roll is the
dish most people tried (75.9%), the second dish were tried most is Pho (Vietnamese
noodles soup) (60.2%). 25.3% of respondents have tried summer roll, 22.9% of re-
spondents have tried Vietnamese coffee, 16.9% of respondents have tried Boba tea

and 13.3% of respondents have tried Banhmi (Vietnamese sandwiches).

Which Vietnamese food and drinks you
have tried?

BOBA (BUBBLE) TEA

VIETNAMESE COFFEE

SUMMER ROLL

SPRING ROLL

PHO (VIETNAMESE NOODLES SOUP)

BANH MI (VIETNAMESE SANDWICH)

Figure 14. Which Vietnamese food and drinks you have tried?

The figure 15 below shows how respondents think about Vietnamese food. There are
three opinions have the biggest number of respondents choosing: good (51.2%), deli-

cious (47.7%) and spicy (38.4%).



What do you think about Viethamese
food?

OTHERS
HAVE NO TASTE
SWEET
HEALTHY
GREASY
ADDICTIVE
DELICIOUS
GOOD
NORMAL
WEIRD
SOUR
SPICY
SALTY

60

Figure 15. What do you think about Vietnamese food?

7 PRESENTATION OF THE BUSINESS IDEA AND DISCUSSION
OF THE STUDY

7.1 Discussion of the study

According to the survey results, students and workers at the age 18 to 35-year old

seems the most potential segment, which will be the target of X restaurant.

To decide the positioning strategy for X restaurant, the method of mentioning bene-
fits, problem solutions, and basic needs is used. By using this method, the benefit of
the products, what consumers get from buying the products is mentioned and en-
hanced. The X restaurant will be positioned as a restaurant providing fresh and quali-
fied food with authentic Asian taste. The ingredients using is clean, fresh, healthy

and environmental friendly.

In the figure 9, salad and sandwich or burger are the food that most chosen, which

means customers prefer their lunch containing vegetables to feel fresh and light.



Moreover, easy to take away is also a reason why salad and sandwich are chosen
mostly. In figure 14, summer roll is the third most chosen food by respondent, which
mean there are several people have already known and tried it. So, it’s not too diffi-

cult for summer roll to approach customer.

However, not many people know Banh mi (Vietnamese sandwich) (13.3%), but ac-
cording to author’s observation, the number of customer knowing and liking Banh mi
will increase if they are made well. Besides two main dishes, Vietnamese coffee and
bubble milk tea are also expected to be an attraction with customers. As the results of
the survey, 78.3% of the respondents sometimes or often go to coffee shop and
65.2% of respondents sometimes or often eat dessert at coffee shop. Therefore, serv-

ing Vietnamese coffee and bubble tea is another way to increase revenue.

The core function of the products from X restaurant is fresh, nutritious, and tasty
Asian food. Moreover, the products of X restaurant will be added facilitating sup-
plementary to attract more customers such as using environmental friendly material
for packaging and enhancing supplementary such as special seasonal ingredients to

develop the flavor and taste of the food.

According to figure 11, there are 81 of 107 respondents said that price is an im-
portant and extremely important factor affecting the purchasing behavior. The price
of the products in X restaurant is set basing on the pricing tripod method which is
including cost pricing, competitor pricing and value to customer pricing. In addition,
according to the survey’s result, 93.6% of the respondents spend less than 15 euro for
lunch. Therefore, price of food should be from 6 to 7 euro per dish, and drink should
be about 3 to 4 euro per cup (Appendix 2).

Place or location is one of the most important factor affecting the business. according
to the survey, 54,2% of respondents answered that distance between the restaurant
and their place affects a lot when they make decision. In the figure 11, 66 of 107 re-
spondents said that location is an important and extremely important element. Loca-
tion at the city center is good to get attention from customers but rental fee is high.
Therefore, the street close to or next to the city center is better. They are crowed

enough and rental fee is not so high. There are some suitable places on Brahenkatu,



Linnankatu, Eerikinkatu and Maariankatu. The location area is estimated not too big

to save the rental fee. It can serve about 15-20 people at the same time.
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Figure 17. X restaurant’s location

The marketing strategy is to establish and remain X restaurant position in customers’
mind by offering fresh and healthy foods, nice services, reasonable prices, environ-

mental friendly material and new experience.

According to the survey, most of the respondents normally get information of a res-
taurant via internet or recommendation from friends. Therefore, most of the promo-
tion program or marketing campaign will be organize and claim online via social
media such as Facebook, Google+, Twitter, LinkedIn, Youtube and Instagram.
Online marketing is more saving than traditional marketing and the speed of spread-
ing is higher. Besides marketing program to build and enhance position in customer’s
mind, X restaurant will organize some promotion to increase the purchasing and ap-
proach more customers. Some promotions are suitable for the X restaurant at the be-
ginning time:

e Providing lunch set: X restaurant will offer lunch set at the lunch time (11:00-
14:00) with lower price than buying separately. By taking lunch set, customer
can save money and time of thinking and choosing dishes. Lunch set include
one dish and a drink. Sandwich set including a sandwich and a drink costing
9 euro. Roll set consists of one roll and a drink by 7euro. Offering lunch set
with lower price help restaurant attract more customer. In addition, customers

are willing to try new types of food or drink.



¢ Bring your own container: customers who bring their own container to store
food and drink will get discount for their bill. By operating this promotion, X
restaurant can save the fee for plastic container and enhance the position of a
company caring for environment. Moreover, X restaurant may get attention
of consumers who care about environmental problems, which help the restau-
rant approach more consumers.

e Create seasonal or festival menu: for special occasion, the restaurant will of-
fer special food or drink for that season such as pumpkin milk tea for Hal-
loween, snow man cake for Christmas or rainbow colored smoothie for Turku
Pride month. Seasonal and festival menu is attractive to consumer and in-
creases purchasing volume. It also helps the restaurant get attention of people

who is participate in or interested in the festivals.

Create your favorite taste: customer can customize their own food and drink. For ex-
ample, with the same price and customer can put whatever they want into their
sandwich, roll, coffee or milk tea. This promotion may occur every two months. It
helps get the idea for new menu, the restaurant can see which ingredient if liked
most. In addition, the main purpose of this promotion is to remind the customer. Ac-
cording to the promotion theory part, the purpose of promotion is informing, per-
suading and reminding. Indeed, reminding is necessary to keep the position of the

restaurant stay steadily in customers’ mind.

7.2 The business idea

X restaurant is a restaurant that serves fast and light lunch and drinks with Vietnam-
ese style in Turku, Finland. The restaurant wants to bring customers a fast and fresh
meal. In addition, customers can also experience authentic taste of Vietnamese food
and new drinks. X restaurant will be offering a broad menu with dishes that can be
eaten in or to-go food. As well the menu will be changed continuously to make cus-

tomers feel new every time.

The target market will cover a group of students and workers living in Turku from 18

to 35- year old, who have long working day, do not have enough time to cook or go



home to eat, while preferring a fresh and nutritious meal. Two main dishes in X res-
taurant menu are Banhmi (Vietnamese sandwich) and summer roll. These dishes are
healthy with many types of vegetable inside and fresh tasty fillings. Moreover,
sandwich and summer is easy to take away and carry out, an easy treat for stomach

on busy day.

Besides offering tasty food, X restaurant brings new way to drink coffee and tea for
customers to try, Vietnamese Fin coffee and Bubble milk tea. They are popular drink
in Vietnam and south east Asian countries. After working time, customers can visit X
restaurant as a place to hang out with friends and enjoy tea, coffee and cake. Viet-
namese coffee will be a new experience of customer not only because of the ingredi-

ents (Robusta coffee bean), but also the way brewing and roasting.

Figure 16. Vietnamese coffee filter.

Because the target customer is student and workers, the price should be set reasona-
ble. The restaurant will be located at city center which is surrounded by many com-
panies’ office and easier to approach customers. Promotion is need to get attention of
customers, especially the beginning time. At the beginning time, there will be at least

one promotion program per month for customer to notice of the restaurant.



7.3 Validity and reliability of the study

In this study, the author used information from selected books from city library and
school library. Therefore, there are a large amount of correct and detail theoretical

content. Information from online website are sourced clearly and original.

Survey questions have applicable content to the study. They were read and approve
the author’s supervisor. In addition, before being sent to respondents, the survey
questions were tested with 5 students from 22 to 25-year-old to ensure that they are
understandable. Moreover, there are up to 107 responses. Analysis and statistic were
based on results of the survey. Therefore, this study guarantees the validity and relia-

bility of the content.

7.4 Follow up support topics

For a start- up company, there are many difficulties and problems. In this study, the
author mentioned 3 supposal problems and solutions for them.
e Licenses and permits:
All countries and states require some type of business registration for tax and
managing purposes. Therefore, licenses and permits are really important and
compulsory when start doing business. Without required licenses and permits,
the business owners will be fined a lot or even force to close the business. es-
pecially for restaurant, permits for opening and hygiene licenses are seriously
important. Start- up company who is confused and not sure about any kinds of
licenses and permits need to check with federal, state, and local government
agencies to determine licensing requirements as soon as possible. Certain types
of professions and businesses require special licensing. Such as in this case, X
restaurant need permits for operating restaurant and kitchen and hygiene li-
censes. Business start-ups can contact their government business assistance
agency for help to comply with permit and licensing requirements such as TE
palvelut, VERO, Sparkup, Uusyrityskeskus, Yrittajat, ...
e Financial challenges:
Weak financial background is one of the biggest challenges and most common
reason for business fail. small business coach, Melinda Emerson said “"If you do

not save enough money to run your household and fund the first year of opera-



tions of your business you may not be able to hang in there until the business
can generate any real revenue." (2018, Website of Small Business Chron).
Therefore, entrepreneur should prepare financing carefully at the early steps by
raising investment, funding, bank loan, family supports or self-savings.

Finding investor is a common way that start-ups do to overcome financial diffi-
culties. However, it is not easy to find a right investor who is willing to back the
business. it is necessary to research and determine the investor to succeed in
making deal with them. For different types of investors, there should be different
presentation or set of facts about the business. Jayna Cooke, founder and CEO
of EVENTup, said start-ups should spend less time presenting to every investor,
instead of it, spend more time to find potential or suitable investors for the busi-
ness; that is a better way to approach funding.

Fierce competition:

Potential market always consists of heavy competition, which is one of the big-
gest difficulty for new player. However, that is obviously and start-ups have to
get along with it. A start-up is recommended to go with the flow but also have
something special. The key to survive in a market with fierce competition is to be
different. (2018, Website of The Startup). There is not any idea new. A new idea
just came to your mind maybe has already been made some years ago. There-
fore, do the research carefully, try to learn from competitors both succeed and

failure to plan a different business.
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APPENDIX 1

Survey Questions:

1. Gender *
(] male

(] Female

2. Age *
(] 1525
(] 2635
(] 3645

] 46-0lder

3. Nationality *
(] Finnish

[] Vietnamese
[] chinese

[] swedish

(] other:

4. Occupation *

(] office worker
(] worker
(] student

(] Retired

(] other:

5. Style of Diet *
(] Normal

(] Vegan/ Vegatarian
(] Halal
(] other:



6. What do you think about eating out? (you can choose more
than 1 answer) *

D Convenient and time saving
[] waste of money

(] socially beneficial

D Other:

7. How often do you go out for lunch? *
D Every day
[] 4-5days/ week

(] 1-3 days/ week

(] Never

8. What food do you usually have for lunch? (you can choose
more than 1 answer) *

(] sandwich/ Burger

D Salad

[] Noodles
D Rice
D Other:

9. How much do you usually spend on lunch? *

[C] Lessthan 10 euro
(] 11-15euro
(] 1620 euro

(] More than 20 euro

10. How do you usually take the food? (you can choose more

than 1 answer) *

[C] Take- away via Foodora
Take- away via Wolt
Eatin

Take- away by yourself

o000

Other:

-
=

. How often do you choose take away? *

Always
Often

Sometimes

o030

Never



12. What are the most significant factors when you choose a
restaurant? *

Not important im‘:) '(;trtt'sn . Neutral Important E:‘]‘p’g:‘t‘:r'l{
maams OO O O O
O O O o o©
Promotion O O O O O
Location O O O O O
Service O O O O O
Authentic O O O O O
pain O O O o o©
amospee O O O O O
B © O O O O

13. What factors do you consider important when making your
decision? *

(] Free delivery
(] Promotion
(] various menu

] Distance from your location to the restaurant

(] other:

14. How do you know about a restaurant? (you can choose more
than 1 answer) *

(] Leaflet
Recommendation from friends
Internet

Random

0O 000

Other:



15. How often do you go to a coffee shop? *
(] Always
[] often

[] Sometimes

O

Never

Y
(o)}

. How often do you eat dessert at the coffee shop? *

Always
Often

Sometimes

0000

Never

17. Have you ever tried Asian cuisine? *

O Yes
O No

(O Maybe

18. Which cuisine you have tried? (you can choose more than 1
answer)

Chinese
Thai
Vietnamese
Japanese

Korean

O 00000

Other:



19. Which Vietnamese food and drinks you have tried? (you can
choose more than 1 answer)

[] Vietnamese sandwich (Banh Mi)
[] Vietnamese noodles soup (Pho)
Spring roll

Summer roll

Vietnamese coffee

Boba (bubble) tea

Other:

0O 0000

20. What do you think about Vietnamese food? (you can choose
more than 1 answer)

[] salty

[] spicy
Sour
Weird
Normal
Good
Delicious
Addictive

Greasy

0O 000000

Other:



APPENDIX 2:

Sample menu

Opening Hour
X R Mon: 10:00- 18:00
eStaurq nt Tue- Fri: 10:00-20:00
SANDWICH & COFFEE Sat: 12:00- 20:00
Sun: 12:00- 19:00

FOOD DRINKS

ORIGINAL VIETNAMESE SANDWICH o VIETNAMESE COFFEE
PREMIUM VIETNAMESE SANDWICH . BUBBLE MILK TEA
VEGAN SANDWICH . FRUITS AND HERBS TEA
ORIGINAL SUMMER ROLL 0 SMOOTHIE

VEGAN SUMMER ROLL 0 + WHIPPING CREAM

CAKE OF THE DAY + TOPPING

SANDWICH - ROLLS - COFFEE - TEA

TURKU | FINLAND
321 EERIKINKATU, 20540




